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C a n a d i a n  c i t i z e n s  a r e  t r a v e l i n g  a n d  r e l o c a t i n g  t o  
t h e  U n i t e d  S t a t e s  i n  r e c o r d  n u m b e r s .  H o w e v e r ,  
l i t t l e  i s  k n o w n  a b o u t  t h e i r  m e d i a  h a b i t s ,  
p a r t i c u l a r l y  t h e i r  n e e d s  a n d  s o u r c e s  u s e d  f o r  home 
n e w s .  T h i s  n a t i o n w i d e  s u r v e y  f o u n d  t h a t  w h i l e  i n  
t h e  U.S.A. ,  C a n a d i a n s  d e s i r e  a n d  a r e  w i l l i n g  t o  
s e e k  o u t  home n e w s  i n  A m e r i c a n  m e d i a .  
Le nombre de citoyena canadiens voyageant e t  s t  
instal lant aux Etats-Unis, ddpasse tous l e s  re- 
cords. Cependant leurs habitudes a 1tQgard des 
media sont peu connues, notamment leurs besoins e t  
leurs sources de nouvelles enprovenance de leur 
patr ie .  Cette enquete nationale a dtabli  que l e e  
canadiens vivant aux Etata-Unis eprouvent 1 '  envie 
e t  le  besoin de trouver des informations canadien- 
nes dans l a  presee amdricaine. 
Canadian citizens are relocating in large numbers in the United 
States. By the end of 1979, nearly 300,000 Canadians were listed under 
the a 1 ien reg istry program of the U S .  Imnigration and Naturalization 
Service (INS). The nunber has been increasing at a rate of about 
15,000 per year (INS, 1980, 83). 
Vacation travel by Canadians to the U.S.A. is also on the rise. 
The Canadian Off ice of Tourism reports a steady increase in vacation 
travel to American locations, despite a recent economic recession. In 
1980, nearly three-mil 1 ion Canadians went to the U .S.A. on holidays, 
most heading to southern and western states (Off ice of Tourism, 1981 , 
Little is known about the members of the Canadian population in 
the United States -- particularly their desire for and sources of home 
news while south of the border. Such information would be useful to a 
nunber of organizations. In some markets, including Phoenix, Arizona 
and Palm Beach, Florida, Canadians reside in sufficient numbers to 
Constitute a valuable often unmeasured "bonus" audience for American 
broadcasters and cablecasters. They also represent an attractive sub- 
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group for potential advertisers. Information about this Canadian group 
would also be useful to Canadian government and media organizations 
including the Canadian Office of Tourism, consulates and embassies, and 
the Canadian Broadcasting Corporation. With these interests in mind, 
the goal of this study are: 
(1 ) to identify and describe sane members of the audience 
of Canadian nationals in the United States; 
(2) to measure their expressed interests in and sources of 
home news; 
(3) to compare and contrast the needs and sources used for 
home news among permanent and temporary residents; 
and 
(4) to compare and contrast Canadians of French and English 
language with respect to their n.eeds and sources of 
home news. 
METFOD 
A respondent base of Canadians in the United States was construc- 
ted by utilizing the international subscribers lists of two leading 
English and French language Canadian newsmagazines, Macleans and L'ac- 
tual ite . 
Though potentially biased, this sampling base had a number of 
advantages. First, Canadians in the United States are difficult to 
find. Few fcrmal restrictions apply to those crossing the border. 
Neither stay permits nor visas are required of visitors. Permanent 
residents must register as aliens to the U.S. Imnigration and Naturali- 
zation Service -- information which is confidential , and therefore 
inaccessible to researchers. In addition, unlike the situation in 
other countries, there is canparatively little contact between Cana- 
dians in the U.S. and their embassies. Thus, consulate offices were 
el iminated as a source of information. 
Second, it was felt.that Canadians who subscribed to a national 
newsmagazine wh i le abroad might represent an important target audience 
of we1 1-informed "opinion-leaders , " the type of audience of particular 
interest to broadcasters and advertisers. Readership studies have 
shown the newsmagazine subscriber to be more "upscale" in income, 
education and social class than the nm-subscriber or the viewer of 
television news (Gans, 1979, 223). 
However, the sampling base did present some problems and limita- 
tions. For one thing, the act of requesting mail-forwarding and the 
inevitable delays in postal service led to an over-representation of 
permanent residents and visitors on extended, rather than short-term 
holidays. 
In addition, it can be argued that Canadians subscribing to a 
national newsmagazine were more patriotic or nationalistic than non- 
subscribers, and therefore, more interested in news fran home. Simi- 
larly, the act of subscribing to a newsmagazine may indicate an a 
priori appetite for information about news, sports and the arts in 
Canada which might tend to skew results in that direction. 
Thus, while the sample includes Canadians fran a variety of loca- 
tions and backgrounds, these limitations should be kept in mind in 
interpreting the results. 
In March 1983, 2,468 bi 1 ingual survey questionnaires were mailed, 
to Maclean's and L1actualite subscribers with addresses in the United 
States. Follow-up reminder cards were mailed two weeks later. A total 
of 741 questionnaires were returned fran either (1 ) Canadian citizens 
or (2) Canadian-born, naturalized Americans. This represented a survey- 
wide response-rate of thirty percent. Another 426 surveys were can- 
pleted by United States citizens, typically personnel at educational 
institutions and public libraries. These were excluded fran the re- 
mainder of the analysis. 
To address the first research question, the survey sought informa- 
tion about the demographic characteristics of the respondents: age, 
sex, education, household size, citizenship, spoken language, home 
province, employment and residency status. 
Access to the mass media among Canadians in the United States was 
measured by having respondents canplete a check1 i st of media outlets 
available in their U.S. household: AM and AMIFM radio receivers, black 
and white and colour televisions, basic and premium cable television, 
home video cassette recorders, satellite receiving dishes and projec- 
tion television systems. 
Interest in and sources used for home news were assessed in a 
variety of  ways. On a five-point scale ranging fran "not at all impor- 
tant" to "very important," respondents ranked each of six main types of 
home news : National news, sports information, entertainment news, 
weather reports, business information and national pol icy issues. 
Respondents were asked to indicate which of thirteen sources of 
Canadian news they used while in the U.S.A. These ranged from phone 
calls and letters fran home to embassy contacts. In addition, respon- 
dents were asked to indicate whether present sources provided "too 
little ," "enough ," or "too much" news about Canada to satisfy their 
needs. 
The extent of shortwave radio ownership among Canadians in the 
U.S.A. was investigated by rep1 icating scales developed by Gallup 
(1973, 1975). Non-owners were asked to indicate the likelihood that 
they would purchase a shortwave receiver in the near futune. This was 
measured on a five point scale ranging from "extremely unlikely" to 
"extremely l i k e l y  ." 
F ina l l y ,  prospective sources f o r  Canadian news wh i le  i n  the  United 
States were inventor ied and ranked. On the same f i ve -po in t  scale, 
respondents were asked "if Canadian news was ava i lab le  r egu la r l y  on the  
fo l lowing media, how l i k e l y  i s  it t h a t  you would make a po in t  o f  
l i s t en i ng  o r  watching whi le  i n  the  U.S.A.?" Media choices were AM, FM 
and shortwave radio, t e l ev i s i on  broadcasts and cablecasts, and audio 
and videotape recordings. 
RESULTS 
Demographic Character is t ics of Canadians i n  the U.S.A. 
O f  the 741 respondents, 652 (88%) were Canadian c i t i zens .  Eighty- 
nine (12%) were Canadian-born , now natura l ized Americans. 
S ix  i n  ten respondents were male (n = 408). Two ase groups were 
the largest :  30 - 39 and 60 and over, each representing 26.7% o f  the  
t o t a l  sample. 
Engl ish was the  f i r s t  language o f  67.1% o f  the  sample. French was 
spoken exc lus ive ly  by 2.4%. Twelve percent of the sample were b i l i n -  
gual, wi th  Engl ish as the mother-tongue. Eighteen percent reported 
being b i l i ngua l  w i th  a French mother-tongue. I n  sun, then, 79% of the  
sample can be considered "Anglophone" and 21% "Francophone." 
While Canadians f r an  a l l  provinces were represented i n  the sanple, 
Canadians i n  the U.S. came p r i m a r i l y  from Ontario (41.4%) and Quebec 
(27.2%). Smaller and approximately equal nunbers were fran B r i t i s h  
Columbia (6.9%), Saskatchewan (6 -2%) and Alber ta (5.1%). These f igures  
were consistent w i th  data f r an  the Canadian O f f  ice of  Tourism (COT, 
1981, 26). 
The highest concentrat ion o f  Canadians was found i n  the  American 
southeast (27.5%). A quarter o f  the sample was i n  the northeast c o r r i -  
dor. The scuthwestern s tates accounted f c r  about twenty percent o f  the  
sample. The fewest Canadians were found i n  the American midwest region 
(2.9%). 
Three quarters o f  the Canadians i n  the  sample (n = 567) were 
permanent residents o f  the United States, the remainder were. temporary 
residents. 
Nearly h a l f  o f  those i n  the  sample worked f u l l  t ime i n  the  United 
States (n = 369). Equal nunbers of r e t i r ees  and homemakers (36.4%) were 
not  cu r ren t l y  employed. Fewer than one i n  ten  (n = 53) were employed 
part-t ime i n  the United States. The remaining f o r t y -e i gh t  respondents 
reported pa r t  o r  f u l l - t i m e  Canadian employment. 
The sample o f  Canadians i n  t h e  United States repor ted widespread 
ownership of mass media equipment. Table One ranks media devices by 
t h e i r  percentage o f  use i n  respondent households. 
Results r e f l e c t  North American norms f o r  t e l e v i s i o n  saturat ion,  
and f o r  sets  i n  co lour .  Compared t o  American c i t i z e n s ,  r e s u l t s  are 
greater than ava i lab le  data on cable penetrat ion and basic subscrip- 
t i o n ,  VCR, videcgame, s a t e l l i t e  d ish,  and home computer ownership (NAB. 
1984, 2 ) .  Shortwave penetrat ion i s  th ree  times t h a t  reported i n  p r i o r  
research on North American audiences (Gallup, 1975). 
Needs and Sources f o r  Home News Among Canadians i n  the U.S.A. 
--- ----- 
Respcndents demonstrated a pronounced desi re f o r  Canadian news, 
information and entertainmer.t. Canadian news was " important" o r  "ex- 
tremely important" t o  96% o f  the sample (n = 711 ). Discussion of 
Canadian p o l i c i e s  and issues was " important" t o  n ine i n  t e n  respondents 
(n = 666). S i x  i n  ten  f e l t  t h a t  news on Canadian business and stock- 
markets was important t o  them. About h a l f  (n = 335) were in te res ted  i n  
Canadian entertainment and the a r ts ;  40% (n = 304) desired in format ion 
about Canadian weather condi t ions,  and about a t h i r d  o f  t h e  sample (n = 
266) sought scores and h i g h l i g h t s  of Canadian sports whi le  i n  the 
United States. 
As expected, Canadians i n  t h e  sample r e l i e d  on a v a r i e t y  o f  sour- 
ces f o r  t h e i r  news about Canada. Table Two ranks sources used by t h i s  
group f o r  home news. 
TABLE ONE 
Ownership o f  Media Equipment by Canadians i n  t h e  U.S.A. 
-- - p Percent o f  househclds 
Telev is ion Set 
Co 1 our 
Cable Telev is ion - Area 
Cable Subscriber - Basic 
Cable Subscriber - Premium 
Stereo w/ FM Tuner 
Rooftop Antenna 
Shortwave Radio 
VCRIVideodisc 
Video Gam 
Home Ccn'puter 
S a t e l l i t e  Dish 
Rank Source Nunber Percent 
1 Canadian newsmagazines* 
1 2 Long-distance telephone c a l l s  3 Le t te rs  frm home 
4 V i s i t o r s  from Canada 
5 American newspapers 
6 American r a d i o  and t e l e v i s i o n  
7 Special ized broadcasts 
(e-g., Canada C a l l i n g )  
8 Canadian newspapers 
9 Canadian shortwave 
10 Canadian consulatelmbassy 
12 Computer data-service 
13 Te le tex t  ("Tel idon") 
o f  the sampling methodology .) 
I f  home news and in format ion were more r e g u l a r l y  ava i lab le  i n  U.S. 
media, apparently Canadians would seek it out. Nearly n ine i n  t e n  (n = 
636) reported they would watch Canadian news i f r e g u l a r l y  provided 
by American t e l e v i s i o n  s ta t ions  o r  cable systems. Eighty percent (n = 
616) would l i s t e n  t o  Canadian news on FM r a d i o  s ta t ions ;  seventy per- 
cent (n = 518) on AM radio. F i f teen  percent (n = 111) would use 
audiotapes o r  d iscs as a source of Canadian information. An equal 
nunber reported they would use videotapes o r  videodiscs as a source f o r  
home news. 
Twenty-six percent (n = 197) o f  t h e  sample reported t h e  presence 
o f  a shortwave receiver  i n  t h e i r  U.S.A. household. I n  addi t ion,  a 
t h i r d  o f  the sample (n = 190) who d i d  no t  present ly  own a shortwave 
radio reported they were considering purchasing one i n  the forseeable 
fu ture.  
TABLE TWO 
Sources of Home Informat ion f o r  Canadians i n  the  U.S.A. 
Canparison: Permanent and Temporary Residents 
Canparisons between f u l l  and part-year Canadian res idents i n  the  
u.S.A. revealed some i n t e r e s t i n g  d i f fe rences  i n  t h e i r  demography and i n  
t h e i r  need f o r  sources o f  home news. S i g n i f i c a n t  d i f ferences between 
means among these two subgroups on needs and sources f o r  home news are 
summarized i n  Table Three. 
Compared t o  temporary res idents,  Canadians i n  t h e  sample permanen- 
t l y  res id ing  i n  the U.S.A. were younger, had la rger  f a m i l i e s  and were 
bet ter  educated than par t -year  residents. They had mcre media devices, 
and a greater  expressed need f o r  world news and news about Canadian 
ar ts .  I n  add i t i on ,  they wer more i n c l i n e d  t o  use the  Canadian embassy 
as a source o f  home news (X5 = 7 .27, d .f . = 1 ,p = .O5 ). Temporary 
residents expressed a greater  need f o r  home news,- espec ia l l y  current  
a f f a i r s ,  weather and business repor ts .  They were more l i k e l y  t o  seek 
home news through tk media, p a r t i c u l a r l y  speci l i z e d  broadcasts 73 = 51 -59, d f  = 1 , p = -01 ) , and home newspapers ( X I  = 21.33, d f  = 1 . 
p = -01). They w e E  also more i n  l i n e d  t o  use rad io  as a source for  
Rome news i f  r e g u l a r l y  ava i lab le  (X5 = 11.25, d f  = 4, = .01). 
Comparison: Engl ish and French Canadians fi _ ? w . S . A .  
Comparisons between Canadians of Engl ish and French descent i n  the 
U.S.A. y ie lded some important d i f fe rences  on t h e i r  demographics, media 
usage pat terns,  and t h e i r  sources used f o r  home news. Table Four 
summarizes r e s u l t s  based on respondents' f i r s t  language. 
Canpared to t h e i r  Engl ish-language counterparts, Frenc language 9-- Canadians were more l i k e l y  t o  be permanent U.S. res idents (X - 6.84, 
df = 1, p = .05) p a r t i c u l a r l y  i n  the Far West ( C a l i f o r n i a ,  Nevada, 
Arizona) rzg ion x2 - 16.38, df = 6, p = .Ol). They w e 9  ?re l i k e l y  I - -  t o  have cable (X - 14.86, d f  = 2, p =-.Of ) and pay TV (X - 14.86, df 
= 2,  p = -01 ). French-language CaTiadians expressed a greater  des i re 
for Cafiadian news, issues and a r t s .  Re f lec t ing  t h e i r  general access t o  
more media sources, they reported a greater  l i k e l i h o o d  of purchasing 
and using shortwave receivers,  videotapes and audiotapes f o r  Canadian 
informatian. 
English-language respondents were b e t t e r  educated than t h e  French- 
language respondents and tended to use e x i s t i n g  media, p a r t i c u l a r l y  
P r i n t ,  more f o r  home news. 
TABLE THREE 
Differences Between Permanent and Temporary Residents 
Among Canadians in t h e  U.S.A.* 
Variable Permanent Temporary 
Mean Standard Mean Standard 
Deviation Deviation 
/ Children i n  household 1.82 1.82 3.60 3 . 2 0 ~  
Education 2.30 0.39 2.69 0.51a 
Canadi an News 4.48 0.71 4.74 0.45a 
I Canadian Pol i c ies / l s sues  4.13 0.91 4.40 0.45a 
Canadian Arts 3.38 i .6ia  2.98 1.35 
Canadian Weather 3.01 1.17 3.56 1 . 1 6 ~  
Canadian BusinessIStocks 3.48 1 -18 3.78 1.23a 
I U.S. AM Radio 3.97 1.33 4.22 3.97b 
Shortwave Radio 2.75 1.61 3.23 1 .58a 
TABLE FOUR 
Differences Between Canadian of English and French Language 
in the U.S.A. 
- 
Variable 
First Language 
English French 
Mean Standard Mean Standard 
Deviation Deviation 
-- - 
Education 2 -83 0 . 4 0 2 ~  2.69 0.51 
Canadian Sports  2 .90 1 .37b 2.59 1.37 
Canadian Po l ic ies /  Issues 4 -19 0.87 4.38 0 . 8 7 ~  
Canadian Arts 3.16 1 .16 3.95 1 . 1 2 ~  
Like1 ihood of  Shortwave 
Purchase 2.74 1.16 3.17 1 . 2 7 ~  
Use of Shortwave 2.74 1.59 3.33 1.63a 
- 
* T w o - t a i i ~ ~ s t  appl ied 
a. p. = -01 
b. p. = . 0 5  
SUMMARY 
As re f lec ted  i n  the present sample, Canadians i n  the United States 
are owners and users o f  media o f  mass canmunication. V i r t u a l l y  a l l  own 
t e l e v i s i o n  receivers. More than three quarters have h i - f  i d e l i t y  s tereo 
equipment. I n  add i t i on ,  when compared t o  t h e i r  American counterparts, 
Canadians i n  the states are more l i k e l y  to l i v e  i n  a Cable-TV area, and 
t o  subscribe t o  bas ic  cable. They appear as l i k e l y  as American audien- 
ces to'  se lec t  a premiun o f f e r i n g ,  l i k e  "HBO" o r  "Showtim .I1 
Results a lso  reveal  a h igh  percentage o f  video games, hoae compu- 
t e r s ,  video cassette recorders and s a t e l l i t e  dishes among t h i s  group. 
One i n  f o u r  respondents was found t o  own a shortwave rece ive r  -- a 
propor t ion three times t h a t  found by Gallup (1973, 1975) p o l l s  o f  North 
American audiences. 
The r e s u l t s  o f  t h e  survey demonstrate t h a t  Canadians r e t a i n  t h e i r  
i n t e r e s t  i n  home news and information whi le  i n  the U.S.A. Nine i n  t e n  
repor t  a cont inu ing i n t e r e s t  i n  Canadian news and p u b l i c  a f f a i r s ;  s i x  
i n  ten want in format ion about Canadian business and economic condi- 
t i ons ;  about h a l f  want t o  keep abreast o f  Canadian entertainment and 
the ar ts .  A lesser but s i g n i f i c a n t  percentage seeks information about 
Canadian weather condi t ions and spor ts  events. 
While t h e i r  des i re  f o r  home news remains keen, Canadians abroad 
f i n d  present sources d e f i c i e n t  desp i te  t h e i r  subscr ip t ion  t o  home- 
country newsmagazines. Most r e l y  more on " t r a d i t i o n a l  " sources ( t e l e -  
phone c a l l s ,  v i s i t s ,  and l e t t e r s  from home) than they do the  e l e c t r o n i c  
media. However, if Canadian in format ion were t o  become ava i lab le  t o  
them, more than seven i n  t e n  r e p o r t  they would seek it ou t  on U.S. 
rad io and te lev is ion .  They rank t e l e v i s i o n  (broadcast and cable),  FM, 
and AM rad io  as t h e i r  p re fe r red  media sources o f  home news. 
Evidence f r a n  t h i s  sample suggests t h a t  the Canadian who has taken 
up permanent residency i n  the  United States i s  more "upwardly mobi le" 
than the v i s i t o r .  Younger, b e t t e r  educated and more media-minded , 
t h e i r  i n t e r e s t  i n  home news revolves mainly around entertainment and 
the ar ts .  The temporary res ident ,  though o lder ,  would appear t o  have a 
more acute need f o r  t h e  broad spectrum o f  home news and i s  more l i k e l y  
to seek it out v ia  shortwave, AM rad io  or newspapers. 
A need f o r  home news was found t o  be more pronounced f o r  French- 
language Canadians. I r i t e r e s t i n g l y  , French-language respondents were 
more l i k e l y  t o  be av id  media owners and users. On t h e  other  hand, 
English-language respondents were found to be b e t t e r  educated and more 
p r in t -o r ien ted  than t h e i r  French-language countrypeople. 
Results indicate a demonstrated need for the development of means 
other than national magazines for distributing home news and informa- 
tion to Canadians in the United States. Specifically, programs about 
Canada should be developed by and for American television stations, 
cable systems, and FM and AM radio stations. 
Newscasts featuring Canadian information and discussion would 
likely do well in areas in which large numbers of Canadians are known 
to spend their vacation (mainly Florida). Areas of permanent residence 
(Arizona, California, the Northeast) would be ideal targets for feature 
or arts-oriented Canadian programming on broadcast television or cable. 
In addition, French-language programming would appear to have a 
built-in audience on local cable television and radio amcng vacationers 
and retirees from Quebec; Engl ish-Canadians would seem to prefer home 
news to be delivered in print form -- via aagazines, newspapers, and 
perhaps, teletext. 
In sum, Canadians abroad represent a growing constituency in the 
United States. Despite their presence in America they retain their 
sense of citizenship and nationalism by maintaining a keen interest in 
home news, information and the arts. 
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